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论文讨论了 MT 互动公司的发展战略，以及为实施企业的发展战略，MT 公司的竞
争战略选择及相应的策略措施。论文着重从流程优化、企业文化、激励机制、员

































Beijing MT Interactive Advertising Co., Ltd. was established in 2002, is a private 
enterprise. Companyis based in China's domestic advertising market, focusing on the 
future development of the global medias, regard professional and innovative 
management team as the basic protection, committed to providing the highest quality 
of digital marketing solutions. The company's business, including market research, 
public relations, internet and mobile digital marketing, creative design and network 
technical support. The core business is integrating and optimizing multi-dimensional 
network resources to provide customers with valuable digital media resources and 
marketing solutions so that enable companies to achieve free interactive 
communication with their customers. 
First, this paper combines the current external environment analysis, competitor 
analysis and customer needs analysis by using of the method PEST and Porter's five 
forces analysis model.On the basis of these analyses, summarizes the company's 
industry and the company’s competitive situation in the current environment. Next 
then, this paper analyzes the opportunities, threats, advantages and disadvantages of 
enterprise facingby using of the SWOT mode. Meanwhile, it identifies the company's 
competitive advantages and theproblems. 
The paper discusses the development strategies and competitive strategieson the 
basis of environmental analysis and the SWOT analysis, and the functional strategies 
in order to implement development strategies. It Isfocusing on the means of the 
process optimization, cost control, corporate culture, incentives, employee learning 
and training . 
Keywords: MTInteractive,Digital Marketing Solutions, Advertising Developing 
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第一章  研究背景和内容 




年互联网用户规模比上年增加 5358 万人，达到 6.18 亿。 
自 2006 年以来，中国互联网用户规模与年增长率见图 1-1: 
 
 





2013 年底移动互联网用户达到 5.0 亿，意味着每 10 个互联网用户中，就有 8.1
个使用手机上网，如图 1-2 所示： 
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图 1-32005-2015 年中国广告投放市场结构 
数据来源：作者根据 Zenith Optimedia①，2013 年中国广告市场监测报告整理 
 
                                                        


















图 1-4:2013 年中小企业媒介投放花费占比： 
 
 
图 1-42013 年中小企业媒介投放花费占比 





广告市场营业总额为 4000 亿元人民币，前 10 强的广告公司市场占有率 CR①10 仅
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表 1-1  2012 年我国广告市场行业集中度 
计量单位：亿元 
行业集中度 营业额 占比 
前 10 强合计(CR10) 367.0001 9.18% 
前 50 强合计(CR50) 606.4392 15.16% 
前 100 强合计(CR100) 696.6733 17.41% 
广告市场营业总额 4,000 100.00% 














战略的实施提出具体的实施策略，为 MT 公司的健康发展提供有益的指导与借鉴。 
第二节  研究对象与研究内容 
一、 研究对象 
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